Luxury Brand Strategy of Louis Vuitton
Shin'ya NAGASAWA*

* Graduate School of Commerce, Waseda University
Tokyo, Japan, nagasawa@waseda.jp

Abstract: By systematically breaking down th e strategy of the single Louis Vuitton luxury brand
into the four Ps (Product, Price, Place, and Promotion), our aim in this paper is to extract the rules
or principles of its brand marketing that differ from that of general consumer goods. In other words,
the object is to distill the rules and principles of success strategies for l uxury brands as well as to
derive a busi ness m odel for success. Showing that

the current rise of Louis V uitton is not a

coincidence but rath er so mething ach ieved th rough strat egy will su rely b e of in terest to firm s
struggling with lack of brand power or those looking to boost brand power.
Key words: luxury brand, brand management, Louis Vuitton.

1. Introduction
Consumers like brand items, while researchers like brand theory. Although scholars also use the word “brand” to
refer to the likes of Coca-Cola and McDonald’s, there is a vast gulf between these brands and the luxury brands
we e xplored i n t he p revious b ook. I n researchers’ brand m anagement theories, one r arely fi nds m ention o f
representative luxury brands like Louis Vuitton or Dior, or of LVMH.
Based on this awareness, we carefully scrutinized the ecology of the unique LVMH firm, considering the nature
of the brand as distinct from commodity markets, although small in scale [1].
This time let us fo cus on th e grand champion of the LVMH empire: the Louis Vuitton brand. By syst ematically
breaking down the strategy of the single Louis Vuitton luxury brand into the four Ps (Product, Price, Place, an d
Promotion), our aim of this study is to extract the rules or principles of its brand marketing that differ from that
of general consumer goods. In other words, the object is to distill the rules and principles of success strategies for
luxury brands as well as to derive a business model for success. Showing that the current rise of Louis Vuitton is
not a co incidence bu t rath er something achiev ed throug h strategy will su rely b e of in terest to firms struggling
with lack of brand power or those looking to boost brand power [2].

2. Set of Principles for PRODUCT
Let us first turn our attention to the first of the four Ps of marketing: Product. General marketing seeks “adequate
product quality.” Qu ality con trol en tails so -called “f itness fo r use” and “co nformance to requ irement,” and
excess quality can be “undesirable” because it raises costs. For a handbag, this means that things fit in it and it is
easy to carry. A 500 yen or 1,000 yen tote bag is su itable for these functions in ter ms of cost performance (Yen
Value). However, a Lou is Vuitton handbag offers a “produ ct of d istinguished quality” and “attention to detail,”
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as well as “o ne wi th a st ory be hind i t.” Furthermore, while general m arketing p laces im portance on “relativ e
quality,” fo r Louis Vuitton t he co ncept seem s to b e “ab solute quality,” wh ich prompts con sumers to in sist on
“Louis Vuitton or nothing,” rendering comparisons of Louis Vuitton bags with competing products meaningless.
Many of the principles for products originated with the particular preferences and policies of the House of Louis
Vuitton, as well as th e creativ ities of Mark Jaco bs, th e artistic d irector of Lo uis Vuitton si nce 1997, and have
been shared and carried on by the business corporation.
Louis Vuitton observes the following 18 Principles for Products:
PRODUCT 1: Principle to Eliminate Counterfeiting - Part 1: Enlightenment Campaigns
Excellent goods are being counterfeited. LV does not neglect the care and upkeep needed to protect its brand!
The history has also been a history of fighting counterfeit goods as well. LV is carrying on with the fight against
the increasi ngly sophisticated co unterfeit g oods, n amely i mitations, in Jap an, which is the company’s largest
market. By way of enlightenment campaigns aimed at the general public, the LVJ Group has conducted seminars
and symposiums related to intellectual property from time to time since the age of LV Japan from before.
PRODUCT 2: Principle to Eliminate Counterfeiting – Part 2: Distribution of Warning Notices
LV knock-offs? Unforgivable! So says this principle. As for the distribution of warning notices to companies, the
fact that a warning notice was distributed to the major Internet-related firm of Rakuten that was dated April 2000
is comm only known. E ven t oday c ompanies from all ov er undoubtedl y grow pale upon receivi ng a warning
notice for using a “mock monogram” which combines dark brown colors with the characters L and V, as well as
the company logo, flowers, and stars without permission (LVJ absolutely cannot provide licensing for this).
PRODUCT 3: Principle to Eliminate Counterfeiting – Part 3: Registration of Trademarks and Designs
LV allies itself with the law! This is to remark on the fact that LV creates highly original lines which are difficult
to imitate and then register the trademarks and designs. It would not be an exaggeration to say that the design of
LV travel bags, particularly their arrangement, has evolved in order to do away with counterfeits. The history of
the evolution of the complex and distinctive patterns for the Mo nogram Canvas resembles that of the evolution
which the currencies of countries around the world have gone through in order to prevent forgery.
PRODUCT 4: Principle to Eliminate Counterfeiting – Part 4: Activities through the Union Des Fabricants
Union des Fabricants is a Fren ch public interest incorporated association which carries out trademark protection
activities. In addition, it also operates the Musee de la Contrefacon (Museum of Fakes) located near the woods of
Boulogne on the outskirts of Paris, which was fascinating for the cavalcade of forgeries here. The author headed
over to Un ion d es Fabricants T okyo, a li mited liab ility in termediary company, to have tal ks with Di rectorGeneral of the Secretariat Takayuki Tsutsumi, which proved to be of great interest. However, due to the nature of
the discussions and for the sake of facing off against the shadowy world of organized crime, the majority of what
was said unfortunately cannot be committed to writing.
PRODUCT 5: Principle Prohibiting Appraisal of Authenticity – Part 1: Second-Hand Store Version
The reader must not sim plistically think that counterfeits are flourishi ng because appraisals of a uthenticity are
not performed. Rather the opposite is the right thing. The theme of this principle revolved around who verifies
genuine articles. None other than LV’s officially sanctioned stores alone verify whether an article is genuine or
not. As i mitations are a vi olation of t he Trademark Law and can not be p urchased o r sold, d ubious goods a re
rooted out and ultimately the phrase “We cannot handle this at this store” comes into use.
PRODUCT 6: Principles Prohibiting Appraisal of Authenticity – Part 2: Mass Media Version
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You’ve probably come across special reports like “Appraise whether LV goods are genuine or fakes! Do not miss
these points!” in places like television programs and weekly magazines for women. Such conduct runs counter to
the protection of trademarks and causes nothing but harm for both LV and the industry of recycle shops dealing
in brand goods. There are probably a gr eat many people that think the primary concern is ov er imparting those
who manufacture imitations with inside information and material. But rather, the author considers it unappealing
and awkward to invite novices to perform appraisals of authenticity just by reading a magazine.
PRODUCT 7: Principle of Momoe Yamaguchi-Style Retirement
While it is only natural that limited-edition goods have a certain degree of effectiveness when new products are
released, I would like to shift the discussion to the other side of this, when said goods are taken out of production.
Items which were taken out of production despite still retaining additional power and resonance, and leaving the
customers hungry for more have fallen in amidst these discontinued products. Such goods may possibly become
regular products. The well-known Momoe Yamaguchi-Style Retirement Method is the practice of retiring goods
while they still retain their popularity and raw power, and will be sorely missed.
PRODUCT 8: Principle Prohibiting Second-Line Operations – Part 1: Principle of Ignoring the Demands
of the Masses
LV bra nd is ai med at homes which esteem the brand’ s historical rese rves and gi ve precedence to traditional
artisanship rather than mass production via machines. For this brand LV does not reach out to consumers who
cannot purchase the high priced items in its collection line. This haughty attitude, which could be called highhanded, can be d escribed as th e an tithesis o f “m arket-in” (th e cu stomer is always right), or “p roduct-out”
(lording it over one’s business owing to a privileged position). This also represents royalty management in that
LV ignores and does not cater to th e demands of the masses so th at it can focus its atten tion on in teracting with
good clients.
PRODUCT 9: Principles Prohibiting Second-Line Operations – Part 2: Principle Prohibiting Downward
Expansion
Second-line operations basically refer to lower-cost alternatives. These are slightly inferior articles suited to their
price which, plainly speaking, are cheap goods. The luxury, high-end products which LV house brand deals with
are essen tially “v irtually un attainable obj ects,” and L V does no t m ake th e attem pt to create cheap goods. T he
“downward expansion” spoken of by academics through their branding theories is nothing more than the having
or increasing of second-line operations to the ho use brand and luxury brand. However, there are lim itations to
the downward expansion of the house brand.
PRODUCT 10: Principle Prohibiting Licensing
This i s a m anagement t echnique w hich i s common t o al l o f t he LVMH b rands i n which e verything is pl aced
under its own company’s control without giving out licenses. On account of t his, Kenzo has also largely put a
stop to its licen sing. LV has so far no t participated in licensed production a sing le time in the 154 year history.
Ultimately, licensing produces gains for brand value over the short term but lowers brand value over the long term.
PRODUCT 11: Principle Prohibiting Unfavorable Comparisons Designed to Support Other Brands
Discussions regarding b rands used for u nfavorable c omparisons desi gned t o su pport other brands a nd t hose
which a re t hrown out t here f or st rategic p urposes f undamentally have no c onnection t o a l uxury brand. For
example, i mmediately after L V’s Graffiti lin e d ebuted there was a flood of designs in wh ich letters were
scrawled out with a paint brush. This is a kind of style, and trendsetters do not yield any ground even when bitten
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by such unfavorable comparisons used to support other brands. For the part of LV, it does not need to employ
such unfavorable comparisons.
PRODUCT 12: Principle Prohibiting Entry-Level Branding
If you were compelled to equate LV with examples of aut omobiles, you would arrive at the conclusion that it
only has items of a T

oyota Cro wn and Lexus, w ithout an ything equ ivalent to the T oyota Coro lla. Ev en

inexpensive items like key chains and wallets are not equivalent to the Toyota Corolla. These are not inexpensive
versions of t ravel ba gs, t hey are key c hains an d wallets through a nd t hrough; l uxury key c hains a nd l uxury
wallets. In other words, they are high-end versions of their type of goods.
PRODUCT 13: Principle Prohibiting Misalignment of the L and V Monogram
In terms of the principle for monogrammed products, the principle states that the products must be made so that
the LV design w inds up on the front, cen ter of t he pr oduct without f ail. In th e ev ent th at stru cturally th e LV
cannot be placed in the center, it is to be positioned so that it is bilaterally symmetrical. This holds true for bags,
trunks, a nd ac cessories as well. The LV monogram is the soul of t he brand, an d t his s oul abs olutely cann ot
become disjointed or fall out of alignment. Great lengths must be gone to in order to ensure this commitment.
PRODUCT 14: Principle of Independent Manufacture and Principle Prohibiting Outlet Product Production
The like s of LV and Hermès are comm ended for the fact that they exercise imme nsely t ight co ntrol f rom
production t o sales and do not pro duce ou tlet p roducts. Th is is because artisans who hav e been cu ltivated on
their own account are creating them in the company’s workshops. If one is able to attain a structure of not buying
and not letting ot hers buy i ts products in st ores ot her than o fficially sanctioned st ores, then p erforming
independent man ufacture an d in dependent d istribution will increase co sts. Ev en so , this still p ays o ff if yo u
consider this as the cost of maintaining and controlling brand value.
PRODUCT 15: Principle of Special Orders
LV has a s pecial order service. These are c ustom orders for self-indulgers who would like LV to make custommade products and order-made products. Danjuro, the father of a Kabuki actor, ordered a cosmetics case for the
announcement of the s uccession of his son to the stage name of Ebi zo. The case was displayed along with t he
taking of a c ommemorative photograph. Patrick i s t he sole pe rson ac ting as t he general o verseer for speci al
orders, supervising such special orders by employing LV’s techniques and aesthetic sense.
PRODUCT 16: Principle Specifying Product-Out Creation
Creating designs which run along the cutting-edge for LV products is the work of Marc Jacobs and the designers
which he has brought al ong with him. While m arket-in (t he c ustomer i s al ways right) is im portant, t here are
times where t he t op-notch creations of t he foremost f ashion desi gners of t he a ge f ortuitously t end t oward
product-out (products and services are put on the market based on a production and sales plan; lording it over
one’s business owing to a privileged position). LV could not have it any other way.
PRODUCT 17: Principle Prohibiting Products with Inorganic Serial Numbers
LV d oes not c ome out with no-name pro ducts. All of t hem have a na me af fixed t o them. It i s i mportant t o
produce t he effect o f having users f orm an attachment for t he product. To ci te a n e xample of said names, t he
names of districts like Soho and Broadway are used. Others include mountain and lake names such as Ural and
Baikal. If products w ere g iven ser ial num bers w ith just nu mbers and sym bols, such as a pr oduct n ame lik e
MG40 for instance, then this would produce a completely inorganic resonance.
PRODUCT 18: Principle of Ostentation
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First off, to put it boldly novices cannot tell whether an item, especially a luxury product, is good or bad. This is
where i nnovation co mes in to p lay. Ch anging th is con cept aro und, it is important t o make ite ms wh ich ev en
novices can understand for their ostentation, thereby making it so that said novices can appreciate that they are of
good quality. The motif itself for the padlock triggers a concatenation of notions to the effect that the product is
solid and robust. Moreover, a leather belt around the handbags appears sturdy to the eyes of a novice.

3. Set of Principles for PRICE
Next we consider Price (pricing). General marketing demands “low prices.” This is achieved by reducing costs
and off-shoring production to China and elsewhere. Louis Vuitton handbags, on the other hand, are priced high.
Such high p rices are unnecessary for m erely st owing and ca rrying t hings. I n esse nce, t he L ouis V uitton
difference is value, not price—this being absolute value, not relative value. Many of the principles for Price were
innovations that came about after Kyojiro Hata became president of Louis Vuitton Japan a nd that subsequently
went global.
Louis Vuitton observes the following 8 Principles for Price (pricing):
PRICE 1: Principle Prohibiting Exorbitant Pricing
Given t he ci rcumstances i n whi ch ex orbitant pri cing a nd di fferences i n p rice de pending o n t he st ore a rose,
former President and CEO Hata came out with a po licy of keeping prices in Japan down to 1.4 times those in
France; what essentially amounted to a 40% increase. As a result of this policy, the prices which were kept down
to a 40% increase of local prices were widely accepted by modern women, while simultaneously allowing LV to
create the trust which serves as the key to brand business. LV was successful in permeating the brand of “trust”
which the LV family has carefully cultivated throughout Japan.
PRICE 2: Principle of Proper Pricing
LV has held the disparity with local prices down to 1.4-fold by means of doing away with parallel importers who
used pricing that was three times the disparity with local prices and establishing official sales routes instead. As
such, LV has come to lay ou t proper pricing including customs duties and d istribution costs. This is a policy of
reliable pricing which earns the customers’ trust, pure and simple. This is the end result of the basic policies and
corporate efforts of each respective brand and company. It is no wonde r then that LV has achieved a proper rate
of 1.4-fold.
PRICE 3: Principle Prohibiting Bargain Sales
Taking a sidelong glance at markets in which bargain sales run rampant, you will see that one brand has a history
of not once holding a sale where it reduced its prices in 154 years. That brand is LV. For the question of the sort
of guideline under which sales are n ot conducted, the answer would have to be because of t he commitment to
quality. Throughout a long history, LV has not held a bargain sale a sing le time out of a sin gle-minded devotion
to quality. This is because the core of LV’s pricing strategy lies in selling products to all o f the customers at the
same price.
PRICE 4: Principle Prohibiting Sale in Value Sets
First of all, throwing in added bonuses with the products is just one variation of a price discount. This is because
if the amount of money paid is the same for cases w here added bonuses are i ncluded and cases where they are
not included, then including these extras amounts to the same as provi ding a p rice discount for the cost of the
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added bonus. LV d oes n ot i nclude s uch a dded bonuses. LV al so does n ot e ngage i n set sales. LV does not
acknowledge set sales since they lead to price discounts.
PRICE 5: Principle Prohibiting Surprise Price Changes
Over the past 25 years LV has raised prices 14 times and lowered them 11 times, making the price revision from
November 2006 the 26th price change. Price cu ts are also conducted, and a con sistent approach of setting retail
prices i n Ja pan at 1 .4-times t hose of t he pa rent c ountry of F rance i s evi dent. La bels a nd a dvertisements
indicating an increase in prices are presented at store fronts, while at the same time postcards providing notice of
the price increases are sent out in advance to people whose names are listed in the customer registry. LV method
is to not conduct surprise price hikes.
PRICE 6: Principle of Philosophy that “Louis Vuitton Products are Money”
This principle states that LV bags have a high trade-in price, and are equivalent to money. It is said that the prices
of LV goods do not collapse even when recycled. The reason for this is that if LV does not furnish them with a
good price th en th e cu stomers will slip away to o ther stores and In ternet au ctions. It would app ear as if so me
customers first size up the product at an officially sanctioned store, then leave the store temporarily so that they
can confirm the trade-in price at a r ecycle shop that deals in brand goods before returning to the shop to make
their purchase.
PRICE 7: Principle Prohibiting Pricing in Odds Prices
LV does not adopt pricing in odd prices. In addition, most of the other luxury brands are the same way. If brands
providing luxury products get hung up on impressions from odd pricing, then this will take the edge off of the
sentiments of consumers who a re all worked up to bu y brand products. LV sets its prices in denominations of
1,000 yen. The appending of odd pricing is done purely through the consumption tax.
PRICE 8: Principle of Prestige Pricing
The notion of prestige pricing shows up in the pricing strategy. This is also referred to as premium pricing. This
means that in the case of products with a low purchase frequency and where it is difficult for consumers to judge
quality such as luxury and high-end products, price is one means of making a determination. The claim could be
made that pri cing by L V, whi ch rei gns ove r the top r ange of luxury brands, re presents prest ige pricing to
consumers even though it is proper pricing for LV.

4. Set of Principles for PLACE
Let us now look at Place (distribution), t he third of t he four Ps . General m arketing see ks t o c reate “broa d
distribution channels,” opening more stores or selling through non-department store outlets, such as mail order
and volume retailers. On t he o ther hand, Lou is V uitton b ags are only offered through limited distribution
channels. One might go as far as to say Louis Vuitton innovated a method of selling that amounts to “controlling
Place” and “ not using channels that cannot be c ontrolled.” As in the case of Price, many of the principles for
Place were innovations that cam e a bout afte r Kyojiro Hata becam e president of L ouis Vuitton Japa n and t hat
subsequently went global.
Louis Vuitton observes the following 11 Principles for Place (distribution):
PLACE 1: Principle of Proper Sales Routes
LV br anch stores in Jap an were estab lished in Mar ch 1978, and th e lu xury br and m arket o f the ti me w as
accompanied by pa rallel importers and traders making imita tion products. The situation was one of exorbitant
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prices as well as sales prices that were all over the place depending on t he store. Under such circumstances, the
brand of “trust” which the LV family has carefully cultivated could not be conveyed within Japan. Righting the
sales routes for LV products being sold via improper pricing and putting LV products up for sale in the Japanese
market at the proper pricing and through proper sales routes served as a major objective and challenge for Hata.
PLACE 2: Principle of Business Practice Reform
For the leg itimately i mported goods fro m th at period t he go ing m arket rate was 2-2 .5 tim es th eir l ocal price.
Faced with thi s fact, Hata boldly set out to re form traditional busi ness practices in Japan. Hata believed that
while t here was n othing t hat coul d be done ab out t he a ddition of c ustoms dut ies and shi pping fees, pr oducts
could be sold at proper pricing through a sales route structure which eliminated intermediary costs. As a result of
introducing a s ystem of com pany stores, pricing for LV products within Japan was s uccessfully preserved to a
certain degree and the recognition that brands equaled trust began to be imparted to customers.
PLACE 3: Principle of Store Establishment in Prime Locations
Brands are attracted to urban areas which are suited to their brand image and establish stores there, which in turn
create a virtuous cycle whereby the area’s image improves further and the establishment of stores accelerates. In
order for luxury brands to s ucceed internationally it is essential for them to be successful in Japan, which has a
large proportion of sales. The major grounds where this battled is waged are in Ginza, Omotesando, and Aoyama.
Brands do not establish stores in prime locations because they have made a pr ofit, or attempt to open stores in
such locations when they do make a profit. They establish stores in prime locations in order to make a profit.
PLACE 4: Principle of Brand Enhancement through Flagship Stores
The establishment of large-scale flagship stores endows LV with bases from which to transmit a more prestigious
and clearer image a nd to t horoughly ens ure a se nse of high a dded value. T his acts as a m easure to furt her
enhance LV as a top brand. If LV is to attempt to cover an even greater number of customers through a smaller
number of stores while avoiding tarnishing the image through excessive exposure, then it would necessarily have
to make every single one of the stores into flagship stores. This is a tried and true tactic for luxury brands, with
LV’s global flagship store strategy serving as an excellent example of this. LV is preparing a number of strategic
moves and setups against this backdrop.
PLACE 5: Principle of Flagship Store Setup
What co nstitutes th e im portance of th e role o f flagship st ores lik e t he one in Omotesando is th eir el ement as
bases for transmitting the image in order to elevate the brand’s added value. The growth of the brand stores to
enormous proportions has powerful implications for the image policy more so than it does for the sales. This is
because it is t he greatest poi nt in term s of whethe r or not the tra nsmission of t he brand ide ntity calls out to
customers. Th e si gnificance of a nd e ffects from t he L V Om otesando st ore, w hich co ntinues t o co nvey
information with the mission of thoroughly ensuring the image strategy, are returned to the LV brand unchanged.
PLACE 6: Principle of Flawless Repairs
LV’s re pair se rvice i s fam ously ren owned a s a ser vice which wins over the t rust o f c ustomers an d provides a
sense of stab ility to the brand streng th. LV knows full well that the more a p erson favors LV products and is a
repeat customer, the more exacting are their demands when it comes to repairs. LV believes that providing such
customers with satisfaction and having them use its products over a long time period will result in raising brand
loyalty. As such, LV has laid out and put into practice its own repair policy.
PLACE 7: Principle of Store Concept Individualization
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Both the Nagoya Sakae store and Matsuya Ginza store have taken up the challenge of distinctive design, and the
Omotesando store is a sym bol of the strategy o f rebuilding in major capital cities a ll over the world. The Kobe
store utilized the group strength to become the first co mposite store, and the Kochi store serves as a p ilot shop
for regional hub cities by abiding by the LV method. LV worked out the façade of the Roppongi Hills store in the
spirit o f an urb an cu ltural city, wh ile th e Gin za Nam ikidori st ore s erves t o ret ransmit bot h t radition a nd
innovativeness. Th e one feature which th ey all sh are is a d esign th at upholds their in dividuality wh ile tak ing
harmony with the urban areas around them into consideration.
PLACE 8: Principle of Store Placement Strategy Growth
Naturally, it go es without saying that LV has not made it through the 29 so me years since entered the Jap anese
market with just a sing le st ore con figuration. Th e st ores must devel op i nto s uitable stores acc ording t o t he
environment, as well as the brand’ s growth sta ges a nd strategy. T he best sales routes for the age are to be
selected. Th is principle is one th at is in dispensable for brand cu ltivation. Th e Omotesando Store, wh ich is the
biggest of the large-scale stores, was not necessarily required from the time that LV entered the Japanese market,
but it was created at an essential period corresponding to factors like brand growth and strategy.
PLACE 9: Principle of In-shop Store Placement
In fact, upon withdrawing the Daimaru Kyoto store from its location in 2000 after LV had its request to expand
the area of the sales floor turned down, the sales proceeds for the store fell sharply. In 2004 there was an incident
in which the Daimaru side offered an annex to be used as an LV store, and the matter was considered as having
been settled. It appears as if Isetan decided to introduce LV after watching these developments, and the incident
has increased the potential for accelerating the establishment of LV stores in other department stores as well.
PLACE 10: Principle of Retail Store Growth
LV is work ing o n t he lo ng-awaited retail sto res while in creasing its read y fire power in th e fo rm o f in -shop
placement in departm ent stores and ex panding sales. The first such ret ail store was opened in 1981 at Ginza
Namikidori, w here t he window facing Namikidori S treet was a dorned wi th t he l atest ba gs. It became much
talked ab out fo r the fact t hat it allo wed cu stomers to en joy sh opping in the atmosphere o f a Parisian b outique
from those days by utilizing the space of a retail store.
PLACE 11: Principle of Supplementing Stores with Paid Catalogs
LV produces catalogues every year. The catalogues contain a si gnificant amount of information, and it charges
1,000 yen for them. The cat alogues enjoy considerable popularity, and t he fact that they sell out despite there
being a c harge f or t hem i s am azing for a brand. I n ge neral, c ommon p ractice i s for c atalogues t o be f ree o f
charge. In contrast with this, LV charges for its catalogues, which provide an i mmense amount of information.
Such paid catalo gues con tain nu merous regu lar ite ms an d ite ms th at en joy ongoing popularity. Th is is a m ove
made possible because of LV’s unique stature.

5. Set of Principles for PROMOTION
In our systematic analysis of the four Ps of Louis Vuitton marketing into principles that summarize its strategy,
we finally turn now t o Promotion. General m arketing look s t o “m ass adv ertising” i n its ef forts to sell at h igh
volume. Television commercials typify that approach. Louis Vuitton, however, does not advertise on television.
While Louis Vuitton does advertise in newspapers and magazines, these consist mainly of image ads rather than
“aggressive” sales ads, and more focus is given to publicity (being taken in the media). The age of the House of

1380

Louis V uitton can not b e sai d to have been rab id ab out promotion, m eaning th at m ost o f th e principles for
promotion l ikely ori ginated with t he l uxury bra nd st rategy o f t he holding com pany L VMH. However, s uch
principles as the Principle of Extravagant Parties can be said to have been given special emphasis in Japan.
Louis Vuitton observes the following 9 Principles for Promotion:
PROMOTION 1: Principle Prohibiting Television Commercials
What is th e reason for LV refu sing to select telev ision commercials as a m eans o f ad vertising media? To start
with, there is the reason that television commercials themselves are not suitable. Next, there are the problems of
“reach” a nd “ richness.” LV values the fullness of inform ation tal ked over in ric h det ail by sales persons a nd
customers, such as discussi ons of how to care for ba gs, the featu res of th e latest creatio ns, and ov er Takashi
Murakami and Mark Jacobs.
PROMOTION 2: Principle of Emphasis on Publicity
LV conducts paid advertisement in th e same way t hat other luxury brands do. However, it em phasizes publicity
(PR t hrough mass m edia) in which brands and pr oducts ar e tak en up by th e m edia, su ch as m agazines an d
newspapers, mo re th an th e av erage br and does. Fo r ex ample, p rior to the opening of on e of LV’s la rge-scale
stores various fashion m agazines p ut t ogether m ajor s pecial feat ures a nd t he m agnificent ope ning party was
reported on extensively. The reader should consider that everything was intentionally arranged so that the matter
would turn out this way.
PROMOTION 3: Principle of Brand Muse (the Danjuro Ichikawa Principle)
Speaking i n t erms of LV’s muses (cel ebrities wh o ha ve t aken a l iking t o an d use a brand or personages t hat
epitomize the brand; particularly women), the truth is that there are many. Empress Eugenie, Maharaja of Baroda
in I ndia, C oco C hanel, A udrey Hep burn, Luchino V isconti an d Al ain Delon, Li ndbergh, Sharon Stone an d
Shojiro Goto, along with Danjuro Ichikawa, Ebizo Ichikawa and etc.
PROMOTION 4: Principle of Enchantment with Legend
Legend is one element of a product’s appeal which tends to be overlooked. Lineage, origin, and h istory provide
anesthesia for the “pain of spending.” As far as luxury brands are concerned, the excellence of the sheer quality,
exceptionalness o f desi gn, a nd a ppeal o f fashionable t rends due t o t he co ntemporary ef forts of t hose i n t he
management ranks, artisans, and designers are important elements. In addition to th ese, the previous history of
the house brand and m ythical episodes a re also valuable components of a brand’s appeal. If fictitious accounts
are also permissible then there is the Titanic episode as well.
PROMOTION 5: Principle of Having Customers Lined up at Stores
The people lined up at a popular ramen shop invariably eat the ramen once their turn comes. But people who are
just w indow sh opping without necessarily buying an ything an d p eople who just w ant to see a talked -about
building also line up at LV stores in a well-behaved manner. They do this without growing angry and just for the
pleasure of enterin g th e st ore. Would you view su ch a scene as p itiful, or would you be im pressed by th eir
loyalty? From LV’s standpoint, would it view this with gratitude, or would it look on and think ‘Gotcha!’?
PROMOTION 6: Principle of Extravagant Parties
As part of LV’s promotional strategy, LV hold extravagant parties with calculated timing. But just because they
have a sm all budget does not necessarily mean that it settles fo r cozy little p arties which are d ismissed by the
mass media. Since they are put on in such a spectacular manner the extravagance itself and the large number of
famous cel ebrities becom e t opics o f co nversation which a re ra pidly pi cked up o n by t he m ass media. Eve n
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though LV must pay if it is to hold these, the advertising results attained far surpass those that would be achieved
through the same amount of direct advertising costs.
PROMOTION 7: Principle of the Excuse of Supply Shortages
There are some customers who get angry over exceedingly commonplace matters, proclaiming things like “Why
don’t yo u have th is p roduct in th e sto re?!” an d “No, no t th is co lor, I wan t th at co lor!” To su ch cu stomers LV
salespersons kin dly and politely exp lain t he situ ation b y saying “Th e reason for th is is b ecause th e pro ducts
cannot be m ass p roduced.” Such sce nes c an be found a ll ove r Ja pan. While say ing “t hey ca nnot be m ass
produced” is an excuse, at the same time it also serves as excellent PR and effectively serves to stir up a sense of
hunger in the customers.
PROMOTION 8: Principle of Pledging Allegiance
At LV the main stars are th e products themselves, and it encourages customers to ple dge their allegiance to the
products. The photographs and text in LV advertisements position the products in the starring role. “LV trunks
are solid.” “Vernis and monogram mini-bags are adorable.” “How functional is the business briefcase?” “Who
should you entrust the repair of your bag to?” Talk of matters aside from LV products does not appear.
PROMOTION 9: Principle of Limiting Advertisements to Those that are Newsworthy
On occasion LV has advertised and dra wn attention to the fact that there are products which it does not handle.
At th e sam e ti me th at th e affair in volving fak e Hermès neck ties o ccurred in November 1978, the re were als o
incidents in which imitations of LV neckties were see n to appear on the market. LV at the time did not handle
neckties, and so L V Japa n went o n the o ffensive against the appea rance of t hese mysterious products by
expressly taking out advertisements which said “LV does not make neckties.”

6. Conclusions
This paper is aimed to be an executive summary of the luxury brand strategy of Louis Vuitton, which breaks this
marketing strategy down into the four Ps and each of the viewpoints on branding, attempting to distill the rules
or principles of brand marketing, as distinct from those for general consumer goods.
In conclusion, the principles of Louis Vuitton (i.e. typical luxury brand marketing) are quite different from those
and almost opposite to those of general marketing (i.e. conventional marketing or mass marketing).
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